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As Parenta grows, it is important to retain our identity. This guide will help you understand 
more about our identity and ways we can promote this.

A strong brand is more than a logo and a name. The reputation of our brand is in the 
hands of everyone who works for Parenta. 

A brand is the identity of a company, a.k.a the Parenta personality. 

It is how we are perceived externally by contacts, clients, competitors and potential staff.

Our Brand

We inspire dedicated childcarers,  
who make nurturing environments  
their business,through the provision  

of sector-leading services which  
benefit every child in their care  
and give a new generation the  
foundation to fulfil its potential.
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Logo
Our logo embodies who we are in a single instantly recognisable visual representation. 

It should never be stretched, squashed,  or appear smaller than 35mm wide.

When producing documents, the Parent logo should be included in the bottom right  
hand corner.

Logo Size
 
On an area equivalent to an A4 sheet of paper, the logo should never appear smaller 
than its minimum size, which is 3.5cm or 35mm wide, or larger than its optimum size, 
which is 5.8cm or 58mm wide.
 
Minimum Size                                                                          Optimum Size

Other logos

We also have product specific logos, these should never be stretched, squashed or 
amended in any other ways. 

If you ever need an alternate version, please speak to the marketing department.



Brand Product 

A brand product is an instantly recognisable symbol that customers and potential  
customers immediately link to Parenta. We spent a lot of time working on this and  
our brand product is the t from the Parenta Logo: 

Rules for using the t:

This must be cut off at all times as demonstrated on 
the cover of this guide

When using with images in the document, this must 
support the image and frame the text as seen on the 
cover of this guide

When using images, they must have curved edges 
to match that of the curve in the t

Document Covers 
The following 2 pages outline 2 front cover options and where on those pages  
everything should lay. 

If you require an alternate to this, please speak to Marketing.
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Colours 
The principal colours of the logo are purple and the lilac. Wherever possible, the logo 
should appear in these two colours; when using headers and sub headers the lighter  
colour should be used at the top and the dark purple second. (Think of the t) 

Parenta Purple 
 
Single colour: Pantone 2617 

MS Office applications (e.g. Word): 
Red: 84, Green: 22, Blue: 110
HEX: #54166e

CMYK value 84 99 0 12

Lilac

Single colour: Pantone 513 

MS Office applications (e.g. Word): 
Red: 144, Green: 32, Blue: 130
HEX: #95288f

CMYK value 53 99 0 0 

Additional Colours:

Orange 

MS Office applications (e.g. Word): 
Red: 236, Green: 98, Blue: 26
HEX: #fc6000

CMYK value 0 72 95 0

Red 

MS Office applications (e.g. Word): 
Red: 158, Green: 24, Blue: 48
HEX: #9e172f

CMYK value 25 100 73 23



Font 
Using a font consistently creates a recognisable visual identity. When creating titles we 
always bold the font, as below. 

Main font: VAG Rounded Light

For use on:

PDF documents 
Print materials 

Standard Font: Arial

For use on:

PowerPoint presentations
Pitches
Invoices
Letters 
Word Documents 

We do not use COMIC SANS in any documents or emails! 

Font Size 

Header / Document title- 32 (#95288f)

Sub heading / Page title - 28 (#54166e)
Additional - 18 - (#54166e)

Main Body - 12

VAG Rounded  
 
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

Arial 

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz



Tone of Voice

Our tone of voice is an important part of the personality of Parenta. It makes us 
recognisable whether we write an article, a job description or an email.  By carefully 
choosing the language we use, we can persuade our customers that we’re an 
approachable, friendly organisation that understands their needs well. In turn, they’ll 
be more likely to keep coming back to do more business with us in the future.  

So, how exactly do we do this? 



Using informal language

1. We like to address our customers in the second person by saying ‘you’ when we 
write. Rather than talking about ‘us’, we prefer to keep the focus on them

2. To keep the language we use very informal, we contract words such as: ‘You are’ to 
‘You’re’ and ‘do not’ to ‘don’t’

Keeping it audience-focused 

1. The more personal you can make your writing to the person who’s reading it, the  
better. This includes using their name in the title, and saying ‘you’ often

2. Always tailor your writing and keep your audience in mind, so that what you’re saying 
is relatable and relevant to them

Getting to the point

1. It’s much easier for customers to digest small snippets of information rather than  
expecting them to read a long page of text 

2. Although it’s tempting to use long, impressive words in our writing, if there’s a shorter 
and more direct way to say something - that’s usually the best way to say it!

Applying a jargon filter

1. We try to keep our language jargon-free. Other than using industry relevant terms our 
customers will recognise like ‘occupancy’ or ‘EYFS’, we try to keep our language as 
easy to understand as possible

2. Take the time to explain something in a way which is easy for your audience to grasp 
(without being patronising). You can do this by using everyday language that they’re 
likely to be familiar with

For example, in a job email to a school leaver, if you wrote: The applicant should apply 
for the vacancy and then they will be informed of the procedure to follow. 

This would be rewritten as: You can apply for this role by contacting our recruitment 
team, who will be happy to talk you through the next steps.   

Further resources 

We’ve produced examples of our tone of voice when writing about our courses and 
products. These can be tailored to meet your specific requirements, but they will serve
as a good starting point for your writing. You can access them here:

Y:\Marketing\Content\COPY BIBLE



Job advert example 
Audience: 16-18 year old school leavers 
Aim: To persuade them to take up an apprenticeship with Parenta 

MLH Out of School Club based in Croydon are currently recruiting for two nursery  
assistant apprentices to work within their childcare company for an immediate start!

Have you recently completed your education in either school/college or due to complete 
your studies soon? Are you experienced in childcare or wish to gain the relevant  
experience to become fully qualified within this sector?

Leaving school, college or sixth form and entering the world of work can be exciting and 
worrying at the same time. We help hundreds of young people make this transition every 
year with our childcare apprenticeships. 

You’ll be will be required to work a minimum if 16 hours per week dependant on the 
business needs Monday - Friday. However, this will be confirmed at interview stage.

Parenta have many opportunities available and offer you the chance to ‘earn as you 
learn’ whilst gaining a nationally recognised qualification. The best part? There are no 
classes to attend!

The moment your journey begins as an apprentice:

1. You become an employed member of staff
2. You’ll be paid an hourly rate
3. You’ll work towards gaining a full qualification - without having to attend classroom 

based lessons. (Instead, you’ll complete online assessments, which will require up to 
5 hours study time a week. You may prefer to split this time during your evenings or 
weekends - however, this is entirely up to you!)

4. Throughout your role, you’re not alone. Parenta offer you full training, support,  
guidance and are here to help you progress your career. You even have a personal 
assessor/tutor assigned to you from the moment you start your journey as a  
modern apprentice.

Ideally you will:

1. Be a school/college leaver
2. Be passionate about caring for children
3. Have an outgoing, bubbly, motivated attitude
4. Be a committed, punctual and reliable individual
5. Ideally hold GCSE Grades A-C in Maths and English Language 

IF INTERESTED – PLEASE APPLY NOW!



Article example
Audience: Nursery managers
Aim: To encourage them to buy our website product

Do you know the true cost of not having a childcare website?

According to the 2015 NDNA national survey of nurseries in England, the average 
occupancy rate was 73%. The same survey stated that, when asked, only 59% of 
nurseries expected to make a profit.

If you fall into the category of the 41% of providers only expecting to break even or make 
a loss this year, then having a childcare website is a great way to boost the number of 
enquiries you receive and fill any spare places.

According to http://webdesign.expertmarket.co.uk/, the cost of a small business website 
is roughly:

This might seem like a lot. But, if your website generates just one enquiry over its lifetime 
which leads to a parent registering their child, you’ve more than covered these costs. 

Why?

According to the Money Advice Service, the average cost of a full time nursery place in 
the UK for an under 2 year old is £212.45 per week. If that setting is open for 52 weeks of 
the year, the total revenue for that one child is £11,047.

So, each lead generated by your website is likely to be worth £11,047 to your business in 
year 1 alone!

Your website can also provide something which no marketing campaign or newspaper 
advert can deliver. It gives your setting 24/7 advertising. This means that parents can find 
out more about you at any time of day or night, and even when you’re closed over  
the holidays.

Having a website, therefore, is crucial to the long term success of your setting. If you don’t 
invest in one, you’re overlooking the potential to win the business of parents browsing 
the internet for a local childcare provider. You’re missing out on the opportunity to gain 
£11,047 in revenue per space that could have been filled.

As you can see, having a childcare website more than pays for itself after that first golden 
enquiry has come in and that parent has registered their child. So why not take a leap 
and get around to building your childcare website today?

Domain name and hosting - £0.99-£100
Design work - £600-£1,200
Programming - £900-£2,000

Ongoing costs - £0-£30 per month
Overall cost - £1,000-£3,500



If you have any questions, please speak to 
the marketing department

Call or email our training team about Parenta courses

0800 002 9242 
contact@parenta.com 

www.parenta.com

Parenta, 2-8 London Road, Rocky Hill, Maidstone, Kent, ME16 8PZ, Reg No 05249690

Working together for our children


